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Opening Remarks 
Andrew Rashbass 
Chief Executive Officer, Euromoney 
Welcome 


Welcome everyone to the results for the year ending 30 September for Euromoney. Next 
slide please. 


So today, we are going to present the results, of course, but we also want to spend a bit 
longer than usual talking about the future, and in particular the next 18 months or two years 
because we have had lots of interesting questions from analysts and investors about hearing 
more about our strategy in these kind of most unusual times. 


So Wendy is going to present the results. Then I am going to talk strategy and then of 
course we will take your questions. Wendy, over to you. 


Financial Review 


Wendy Pallot 
Chief Financial Officer, Euromoney 
Full year results 


Thanks, Andrew, and good morning, everyone. So I am going to start on slide five. Before I 
actually start presenting the financial results, I think it is worth reflecting on this exceptional 
year. So, with our September year-end leaving a year of two different halves, the first six 
months, where we traded in a reasonably normal environment, where we were starting to see 
the impact of COVID in the second quarter, particularly in Asia. And the second six months 
since March, which has been very different for events. 


But I am pleased to say that we generated a third of our annual profit and half of our cash 
generation in the second half of the year. 


Strategy provides resilience during COVID-19 


So from a financial perspective, we continue to have a robust performance in our Subscription 
business. Pricing and DMI subscription revenues grew 6% overall. Obviously, physical event 
revenues suffered, and event cancellations reduced our event revenues by about £70 million. 
It has also made a dent in our subscription revenue with Institutional Investor, where 
memberships are based on event attendance. However, the team has done a great job 
providing successful virtual events. 


We are pleased to confirm that the IRD turnaround is on track and Andrew will give you more 
detail on that. These market conditions have really reinforced our view that our strategy to 
become a 3.0 business is the right one for generating value for shareholders. The attractions 
of our business model are even more important in the current environment. And we have 
made two acquisitions in line with this strategy during the year. 


We did adapt very quickly when COVID came along to protect the wellbeing of our employees 
but also to reduce our costs and preserve cash. And as a consequence of this, and our 
growing subscriptions, we have been able to continue our organic investments throughout the 
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year. We can and have made bolt-on acquisitions, and we are able to announce today a 
return to paying dividends. 


Full-year financial highlights 

Now turning to the results on slide six. Total revenues were down 17% year-on-year. The 
£70 million drop in event revenues had a 17-percentage point impact on total revenues. In 
addition, event-based subscriptions at Institutional Investor fell £11 million year-on-year. 
And then the generally weaker business environment had some other lesser impacts, for 
example, on advertising revenues and the ability to close new subscription sale opportunities. 


But as you will see later, that has had a far less impact than most expected. On an 
underlying basis, revenue declined 4% made up of growth in Pricing and DMI, offset by Asset 
Management. The definition of the underlying results here in unchanged from last year. And 
just as a reminder, the definition itself include removing the impact from event revenues with 
cancelled or postponed events but does not make any other adjustments in relation to COVID. 


During the second half of the year, we took a number of actions on cost and cash. We 
generated £20 million of profit in the second half of the year, with the operating profits up to 
£61.5 million for the year. The effective tax rate was 20%, as we guided, and that we expect 
for next year as well. And as I said previously, we are pleased to announce that we are 
recommending payment of a final dividend this year. 


We continue to benefit from a strong balance sheet with net cash of the period ended £28 
million, the reduction from last year’s £50 million was mainly to do with the acquisition costs 
in the year of £25 million. And our cash conversion, as you can see, remained high. 


Euromoney, a majority subscriptions business 


So moving onto seven. This is a quick reminder of the segments of Euromoney, of this 
segment and the markets they serve. I think most of you will know those. 


Subscriptions growing 


Moving onto slide eight then. So subscriptions growth. Subscription revenues grew 3% year- 
on-year. We had 7% underlying and reported growth in Pricing despite the COVID pressures 
that have been on that business during the calendar year. 


We had 35% growth in subscriptions to DMI. A lot of that was the acquisitions we made. But 
even without those, we saw a 4% underlying growth. Together, BoardEx and Wealth-X have 
given us some real strength in people intelligence, where subscription revenues grew 11% 
year-on-year. 


Within Asset Management, we have two divisions. IRD makes up 71% of subscription 
revenues in the segment. The turnaround there is on track. And Institutional Investor, 
where subs revenues declined 27%. Now, of course, that was because it is an events-based 
subscription business, but it is interesting to compare that 27% decline with the 56% which 
we saw in our events revenue businesses. So we have had just under half of decline which 
we expected because the events that institutional investor are within a subscription 
membership model. 
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Events, mitigated by cost actions and virtual 


Onto slide nine. So let us take a similar look at the Group’s events businesses. Again, this is 
reported revenue from the chart on the left-hand slide. Meaningful physical events have not 
taken place throughout the second half of our year, so events revenues reduced by €70 
million, mainly impacting our DMI segment. 


The teams were quick to move to virtual events and we have now delivered over 200, 
including our flagship ITW events. The interesting point is the ability to track sponsors 
improved during the period. So in April month it started with just 11 virtual events. It was 
perhaps more difficult to attract sponsors, but by September in the month we have run over 
80 events and we were able to engage with many sponsors and attract significant number of 
attendees. Sponsors have now really bought into the value delivered by virtual events. 


We are working in close partnership with the venues. And as a testament to that, we were 
able to reduce our committed venue costs, where physical events were cancelled or 
postponed in the second half. 


Pricing 
Moving onto page 10. The Pricing segment, of course, consists of our Price Reporting Agency, 
Fastmarkets. You can immediately see just how bigger part subscriptions are of total 
revenues and pricing. These grew by 7%. Whilst resilient, Pricing is not immune to the 
business environment and subscription growth in the first half grew by 8%, in the second half 
by 5%. 


Our lead indicators of revenue growth for book of business is growing at 4% for the year-end, 
but obviously still good growth rates for the COVID period. We have often talked about the 
longer-term growth drivers in Pricing, but there are also some good shorter-term drivers at 
the moment. So transitioning customer to data-licenses in Metals & Mining is one of those. It 
has been difficult in the COVID environment, but this will improve as the macro environment 
does. And separately, of course, we have additional opportunity around the roll out of the 
licenses in Forestry Products. 


Asia is an important growth market for us. It was affected early by COVID, but it has now 
come out the other side. We continue to invest in the roll out of our Fastmarkets platform, 
which is delivering more value to customers, improving retention rates and helping new sales. 


In May, we introduced a new CRM system and have a new CMO, which means we become 
more precise in targeting new business and growing under-penetrated segments like the 
buyer segment. And in March, we acquired AgriCensus, a Price Reporting Agency in 
agricultural commodities, small but highly complementary to our existing positions in Metals & 
Mining of forest products. AgriCensus has significant headroom for growth. It will be able to 
leverage up from our existing PRA infrastructure. And its book of business doubled year-on- 
year at the year-end. 


Total underlying profits in this segment were up 15% year-on-year, reflecting not only the 
small underlying revenue growth but also significant one-off actions on costs, net of 
continuing investments to drive growth. 
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Data and Market Intelligence 


Moving onto slide 11, Data and Market Intelligence. So on the chart, you can see the very 
significant increase in subscriptions year-on-year, that is in table at the bottom and also the 
large impact on revneue for event cancellations in grey. 


This time last year when I presented to you, I talked about the same happening at FPS within 
this segment. It’s new MD, its restructure and the investments we were putting in. I am 
very pleased to say that 12 months on back it is all bearing fruit. Despite COVID, underlying 
subscriptions grew 4%. This strong growth rate partly reflects the brand and the product and 
the sales and marketing investments that went into those businesses and partly our growing 
expertise and leading market positions in people intelligence. 


Just to give you an example of some of the product investment, within Insurance Insider, we 
launched a new product called Inside P&C, which provides market intelligence on the entire 
US P&C insurance market. This has been a great success story. Its first sale was in October 
and the book of business at the year-end was nearly £1 million. 


Our subscription book of business are forward-looking indicators to DMI, is a healthy 5% 
growth at the year-end. Renewal rates remain high across the division during the COVID 
period, which is a testament to the essential nature of the solutions that we provide. 
Underlying profits grew 6%, again reflecting the strong action on cost, which more than 
offsets the investments we are continuing to make to drive growth. 


Asset Management 


Now moving to slide 12, our Asset Management business. So during the year, underlying 
revenue declined 12%. But as I said, there were two various trends within this. The revenue 
for Institutional Investor declined 27%, that is £11 million, reflecting the restrictions on 
physical events. 


Although, we did have good growth in other revenues in Institutional Investor in particular for 
their research reports. As you will know, we have announced our turnaround for IRD just 
over a year ago. We have seen investment in sales and marketing amongst other things 
including improved performance there. Renewal rates on the book of business have 
progressively increased during the period. And Andrew will talk more about this later on. 


Group cost savings and cash actions 


Slide 13. So since the onset of COVID, we have been taking rapid actions to reduce costs. 
You will see on the slide some of the actions we have been taking, which includes freezing 
pay, reducing bonuses, cutting salary and other costs. And in addition to that, on the right- 
hand side, from the cash perspective, we have initiated some cash measures like voluntary 
salary share schemes for higher paid staff, postponed some CapEx and we did not declare an 
interim dividend. 


We acted responsibly, initiating most of this very early on and visibility on COVID and its 
potential impact was very poor. The P&L cost savings for the second half were about £15 
million and cash actions another £15 on top of that, £30 million in total impacts. And on top 
of this, we were running to negotiate down many of the committed events cost that arose due 
to COVID. 
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So these savings in total far exceeded we announced during the period to save £7 million in 
the P&L and £20 million of cash savings. The majority of these savings are one-off in nature 
because we expect to reinstate items like pay rises. So this will impact the year-on-year 
margin performance next year, particularly at a divisional level. But these actions have 
ensured that we have maintained our strong balance sheet. 


In September, we announced a further restructure and cost reduction programme, which has 
mainly affected our events business and so significantly within DMI, reflecting the reduction in 
events activity. This restructure will make £15 million of gross savings during 2021 and there 
is an exceptional charge of £9 million to achieve these bigger savings. 


FY 2020 Segmental Summary 


Moving onto slide 14. This should be very familiar to you all now. I am not going to go 
through all the numbers. But I think this is really the summary of all the themes I have just 
covered, perhaps just highlight the three large numbers that tell the story here. Pricing and 
DMI in the top left, you can see that subscriptions grew a healthy 7% and 4%, respectively, 
which is combined with a strong cost management meant on the right-hand side, you can see 
positive increase in both segments. But asset management, where subscriptions declined by 
14% for the reasons that we have been through. 


Robust cash position 


So moving onto cash on slide 15. Cash generation remains strong with conversion to 100%. 
We generated a healthy £72 million from operations with that split relatively equally between 
the first and second half. This enabled us to continue our investment in the business, so we 
spent £11 million on CapEx. We also returned £24 million to shareholders of dividend and 
spent a similar amount on the acquisitions of Wealth-X and AgriCensus. 


Similarly, exceptional items of £14.6 million and the analysis of those are in the appendix. 
During the year we also repaid our UK furlough receipts back to the government. We finished 
the year with net cash, excluding liabilities, of £28.1 million. 


Resumption of dividend 


On to slide 16. So we said in recent announcements that our Board supported the return to 
paying dividends as soon as it can do so prudently. And I am very happy to say that on the 
basis of our strong cash generation, our year-end cash balance and the visibility we have on 
subscription revenue, the Board are happy to open to recommend the payment of final 
dividend. And as usual, we are proposing about two thirds of 40% of EPS, which is 11.4p per 
share. 


2021 Investing for growth 


On page 17. So our cash generation allows us to continue invest in the business. To enable 
us to continue during COVID, we made those further savings through the recently announced 
restructure. This will allow us an incremental £5 million investment in people in 2021 to drive 
growth opportunities in particularly our subscription businesses. In addition, we will be 
spending more CapEx, probably reaching about £13 million in 2021 to push ahead on our 
strategy, investing in technology both to bring greater value to our customers and to continue 
improving back office efficiency. 
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Depreciation goes up by about £2 million year-on-year, reflecting historic CapEx programmes 
coming online. As far as the changes to reflect the lower level of event activity, the 
restructure we are doing will allow us to continue to standardise and improve organisational 
efficiency. And during 2021, we will be creating Group events operations centre of excellence 
for all of our events businesses, recognising the opportunities that arise from shared events 
resources, 


So if we look at this all together, I see this as a sensible rebalancing of our internal capital, 
restructuring our business to save £15 million to reflect the current COVID environment and 
allowing us to fund an incremental £7 million of cash investment here in our subscription 
growth engines. 


Strong balance sheet with a clear approach to capital allocation 


Moving to slide 18. Our capital allocation framework, how we deploy cash remains 
unchanged. So funding organic investment in the business that will focus on subscriptions, 
paying dividends and making bolt-on acquisitions to support and accelerate our strategy so 
that our pipeline is good. Our strong balance sheet supports us actively delivering on these. 


Thank you. So I will hand back to Andrew now. 


Strategy 


Andrew Rashbass 
Chief Executive Officer, Euromoney 
Strategy 3.0 
Thank you, Wendy. I am going to talk, as I said, about strategy, but really about the same 


strategy 3.0 that you have heard me talk around many times, but with a particular focus over 
the next 18 months to two years. Next slide please. 


New segmental structure from 1 October 2020 


I want to start just by reminding you about the segment. We report to you and manage our 
strategic thinking around these three segments. And you can see on this slide the brands 
that operate within those segments. Next slide please. 


Three generations of information services 


I have spoken many times to you about 3.0, that is the tag that we use for our strategy. And 
it is about effectively about moving the business towards data and services embedded in 
client workflow. Next slide please. 


Quadrants 


We use that thinking also as well as guiding how we develop products, which M&A we look at 
etc. We also use it in the way we think about the allocation of capital. So you see that move 
from 1.0 to 3.0 on the Y axis and you have the business cycle on the X axis. And by the way, 
we consider COVID to be a cyclical event. And we use that through these quadrants to 
allocate capital. Next slide please. 
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Strategy delivers strong balance sheet, allowing investment, driving strategy 


Now what you have seen in the results is, of course, an impact of COVID. You have also seen 
that the strategy delivers this very strong balance sheet and it is that that allows us to 
continue to invest, which, of course, then strengthens the strategy and the execution of the 
strategy, which itself leads to a stronger balance sheet. And then we go creating this virtuous 
circle. Next slide please. 


Our strategic priorities within 3.0 strategy 


So that is the strategy. How does that work over those next 18 months is the question that I 
am sure you are asking is how it works at these very unusual times in which we find 
ourselves. And we think about strategy over this period in terms of these five strategic 
priorities, to invest organically, finding the right acquisitions, bolt-on acquisitions, more 
acquisitions than perhaps some of the ones we have done in the past, integrating them well 
and getting values out of them. Thirdly, returning investment research to growth. Fourthly, 
planning for this blended physical virtual event model post-COVID. And fifth, making sure 
that we are operating in the most efficient effective way. And I want to talk about each of 
those. Next slide please. 


Let us start with something that is fundamental to our business, a fundamental driver of 
value. And frankly if you talked to the 2,000 people at Euromoney, this is the one that they 
think about most, even though we spend our time with you talking about some of the others. 
This is the one that they speak about. Next slide please. 


Investment in organic growth within Pricing segment 


Let us start with the Pricing segment. And within that, that is our Fastmarkets Price 
Reporting Agency that Wendy referred to. We are making investments across the piece. And 
across all element of Fastmarkets, we believe that in order to create long-term value, you 
have to invest for the long-term. The slide that, as Wendy showed in the results, we can do 
that and deliver higher profits. 


But let us just talk about some of those investments. First of all, in the platform. So that is 
the Fastmarkets platform where we had the opportunity to demonstrate that to many of you 
at the Capital Markets Day a while back. That continues. The investment in that continues 
the creation of new value and functionality for our customers. 


The second, I would just call out from this list is around price development. Very important 
that we can continue to develop and invest in the price benchmarks that we deliver to the 
industry, but even this morning I we and the CME, the Chicago Mercantile Exchange, 
announced the plan to launch a cobalt contract. Cobalt, of course, another of those battery 
materials. You will remember that we are working with the LME towards launching a lithium 
contract. And in fact, there is already a cobalt contract on the same price with the LME. 


Sales and marketing. We continue to invest in making sure that we can bring those benefits 
to our customers and explain those benefits to our customers. And, of course, another area 
that I am going to talk about a little later is around agriculture, where we started that journey 
with the acquisition of AgriCensus, and I am going to talk about that a little later. Now we 
are investing organically behind that investment. Next slide please. 
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Investment in organic growth in DMI 


Moving to the investment in Data and Market Intelligence. The critical part of our approach in 
Data and Market Intelligence is marrying relevance and scale. Relevant means having brand, 
the main expert that understands a particular set of customers in a particular sector. Scale 
on the other hand means making sure that we share as widely as possible platforms, 
marketing skills, product management, capabilities, operations and of course procurement. 


And that is the cornerstone of why this business is driving in the way that Wendy showed you 
the results of, which is this marriage of keeping relevant to customers and creating capability 
and efficiency that comes from scale. Next slide please. 


Strategic bolt-on 3.0 acquisitions 


Moving to the strategic 3.0 bolt-on acquisitions. So at the moment in the environment in 
which we find ourselves, our main focus in terms of M&A is on bolt-on acquisitions. 


Strategic bolt on acquisitions delivered in year 


You can see on slide 29 that the - we made two acquisitions during the year, Wealth-X. We 
have spoken to you about Wealth-X before, so I am not going to spend a great deal of time 
on that, but it is a great complement to BoardEx operating in the wealth space. And Wendy 
quoted to you the growth rates that we are seeing and you will them reflected in this slide 
here again. 


AgriCensus is our more recent acquisition, very much part of the strategy for Fastmarkets 
within our Pricing segment. So Wendy said it is small, but it is absolutely a 3.0 business and 
creates, we believe, a great platform for us. Next slide please. 


Why Agriculture is an attractive market for us 


I will just spend a little bit of time talking about why agriculture is attractive market for us. 
So the first thing to say is it is and we believe it increasingly will be, and that is important, a 
great market for a PRA. You can see on the left here, just aside of the end markets, that is to 
say the amount of trade that takes place. And you can see that agriculture is second only to 
energy and is actually in terms of the total trade is actually hits greater than metals and 
mining and forest products. 


In the middle column, what you see is a reflection of the complex and sophisticated supply 
chain and the opportunities that that creates for a PRA. And on the third, the fact that those 
we are seeing during COVID for instance a countercyclical nature people continue to need 
food and sometimes we even ended up with because of stockpiling and various other things, 
perhaps even more food demand. Next slide please. 


Fastmarkets Agriculture provide prices for key inputs for feed and food 


Now we, at Fastmarkets Agriculture and AgriCensus, focus on these inputs on wheat and corn 
and soy, etc. And the reason why we focus on input is because as well as those the direct 
uses of those commodities, they are also the drivers through animal feeds actually of 
livestock prices that the cost of feed is the biggest source, I believe, biggest constituent part 
of livestock pricing. 


And as well as that, of course, it also creates opportunities in other uses, non-food uses, bio- 
energy, opportunities in personal hygiene, clothing, etc., are the uses for veg oils for 
instance. So the bottom line, as it says there, is that the commodities we provide price 
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assessments for account for 65% of agricultural commodities trade on exchanges and we 
believe that that creates the fundamentals for a great opportunity in this area. Let us move 
onto the next slide. 


Return Investment Research to growth 


We recognise the importance of returning our investment research division, BCA and Ned 
Davis to growth. Next slide please. That growth and that turnaround is predicated on the 
fact that we have two strong and distinctive brands in the market. Next slide please. 


Delivering the turnaround 


The turnaround has many parts to it and we have bucketed them here into sales and 
marketing, product and in the operational support that the business needs in that slide there. 
Next slide. 


Turnaround progress - improving Book of Business 


And what you can see is the impact of all the steps that we are taking. What this slide shows 
you is the improving book of business. And the book of business is the aggregate of the 
contract values of all our customer contracts in these businesses. And what you can see is 
the steady progress that we have made up to actually 20 October, the most current data 
available. 


Now this steady improvement has come through COVID. I have no doubt that COVID is 
having an impact on all sectors. That shows you, I think, the robustness of the plan is that it 
is able to deliver to plan despite COVID. 


Turnaround progress - improving Renewal Rates 


The slide you are looking at now is the total book of business change year-on-year. If you 
look at the next slide, slide 36, what you see here is renewal rate. And what you see is that 
over this period, renewal rate have improved, and this is the dollar renewal rate, have 
improved by nearly 3 percentage points. 


If you think that the combined book of business for these businesses is about $75 million, 
then 3 percentage points improvement translates into very important revenue and of course 
very important profit because the profit drop through of that revenue improvement is 
significant. Next slide please. 


Looking ahead - the cross-sell opportunity 


I said that we have two distinct powerful brands in the marketplace, BCA Research and NDR. 
It is the case for all sorts of historical reasons that we have not cross-sold those brands. And 
that in fact over the total client base across those two brands, only 6% take those products. 
And yet our research demonstrates absolutely clearly that most of our customers actually 
have more than one provider of the sorts of research that we provide. 


In fact, on average, our research shows that asset managers have four sources of 
independent macroeconomic research and we believe that BCA and NDR should be two of 
those. And we start with relationships. We start with the customers already in place with one 
brand or the other and a very small overlap today. But that is one example of a great 
opportunity still to come. 
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IRD investment solutions 


As well as sales and marketing, there is also the opportunity that comes from product. Next 
slide please. One example of that is in investment solutions. This is where the signals from 
our intellectual property, we can actually deliver that directly to either managers or to actually 
the algorithms that are run in funds, the ETFs; and in fact we now have over $1 billion of 
asset under advisement which are being managed according to the signals coming out of our 
businesses. And we take a basis points-based revenue for the asset under advisement. 


On a rolling quarterly basis, I have to say, over the course over the last four quarters, we 
have put on that on the graph that you see here the amount of revenue to us, that is on the 
green line. And you can see in the four quarters to the end of FY20 $1.3 million was the 
amount of revenue that we got from this fast-growing area. And you can see it is growing 
quarter by quarter more than double what it was a year ago as it was from the year past. 
Next slide please. 


Strong post-COVID blended events moving towards 3.0 membership model 
Let us talk about the post-COVID blended events. Next slide please. 


Lessons learnt from virtual — it is complementary to physical 


The new part of that, of course, is the virtual book. And what we are finding is that all the 
indicators are that we are seeing in virtual large parts of it will be complementary to physical, 
that is to say they will continue even after physical comes back. They are complementary 
because we are seeing attendance from people who did not use to attend our physical events 
as well as those, of course, who did. 


We are seeing that we are able to run events and activity more frequently and to have 
different kinds of grouping than we were able to do in a physical environment. And we are 
able to supplement the convening and events activity with data and other services. We are 
able to do that at significant scale as Wendy was referring to in the results presentation. We 
have seen that grow from nothing frankly pre-COVID to actually quite significant activity in 
September. 


Lessons learnt from virtual - 3.0 membership/subscription potential 


Now what that also allows on the next slide, on slide 41, is that we can begin to move to a 
membership model. We already have that in Institutional Investor. And what you can see on 
the left-hand side of this slide is the membership benefits that people get. And what it allows 
us to do is to move beyond what is fundamentally a transaction business. Even if people 
come back every year, the reality is that it is based around the transaction of that week’s 
activity in that hotel or conference venue towards actually a relationship with our customers 
that actually persist over the whole year because of the range of benefits. That includes 
events, virtual events, other gatherings but also includes content, networking, peer 
intelligence, etc., many aspects which are incredibly valuable and persists over time for our 
customers. 


We have already proved that over many years. As you can see on the right, we are now 
beginning to move that into our other businesses starting with one of our biggest events, 
namely ITW. Next slide. 
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Blended, the future of events 


Which is why we believe that the future belongs to blended. We are event bulls. We do 
believe that physical events will come back, we have our own research on that. There is 
third-party research that demonstrates that. Of course, the proof will be in the pudding. All 
the indicators are that there is significant pent-up demand and that physical event when it 
becomes possible from a governmental company and personal point of view, the physical 
events will come back rapidly and well. Next slide please. 


Standard platforms, efficient, inclusive, diverse Group 


Another point I want to make before coming up is around standardisation. We deliver to a 
number of sectors, through a number of brands. And even within those sectors, we actually 
deliver to different customer groups. That is part of our strength. The relevance of what we 
do to our customers is at the heart of the value proposition of our company. 


Best of both worlds 


However, it can lend itself to actually having siloed and small-scale activity sitting behind. 
What we are doing is making sure that we operate as effectively and efficiently at the 
divisional level and at the Group level in order to combine that relevance to get at the brand 
level for our customers with best practice, efficiency and good levels of governance. Next 
slide please. 


Underpinned by standard cloud-based platforms and systems 


At a Group level, we have just put some of the Group products that we are using. And these 
are fact-based products that we buy off the shelf that work across the whole of Euromoney as 
we roll them out. Next slide please. 


Strategy conclusion 


So the strategic priorities over the next 18 months for Euromoney are the five that you see on 
the left. Continuing to invest organically in our growth businesses. We believe 3.0 is the 
right strategy. We believe our results demonstrate that it is the right strategy and all our 
segments have good growth opportunities. 


Secondly, we can accelerate the strategy through bolt-on acquisitions. We have the balance 
sheet to do that. There is the pipeline to do that and we have the skills and experience to do 
that. Thirdly, we will return Investment Research to growth, that turnaround is on track. 
Fourth, the future we believe belongs to a blended virtual physical event model and we will 
underpin that over time with a 3.0 membership business model. Events will come back we 
believe and they will come back better. 


And finally, we are building that on the platform of standard efficient operationally sleek and 
elegant platforms. We believe that will deliver better outcomes at a lower cost. What does 
that mean in the end? In the end, it means that we can continue our journey to become a 
high-margin fast-growing 3.0 information services business. 


Thank you very much. Let me hand it back to Jordan, our operator, who will open up the call 
for questions. 
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Q&A 


Adam Berlin (UBS): Three from me. Firstly, questions on Asset Management. If you look 
at the first slide in the appendix, the subscriptions book of business, it is showing that Asset 
Management is getting worse through the year despite the slide you showed earlier about the 
improvements within IRD, so suggesting II is getting worse. How do you see those trends 
playing out next year and should we be thinking both in this chart that Asset Management 
subscription is going to be down 14% against next year despite the improvements in IRD. 
That is the first question? 


The second question is on AgriCensus. And in your other, verticals - metals and forestry 
products, you are the market leader. What is the position of AgriCensus within agriculture 
market? Or is this just very new so there is not really any - or how should we understand 
that? 


And then a third question is you set up a good chart on IRD solutions and the growth in Asset 
Management. Are you able to share with us the return to that portfolio is doing so that we 
can get a sense of whether it is likely to encourage more asset under management in the 
future? 


Andrew Rashbass: Thanks, Adam. I will start and then hand over to Wendy. So on your 
first question, you are absolutely right. And I think Wendy spoke to this as well, that the 
numbers that you see on that first chart of the appendix are a net number between 
Investment Research and Institutional Investor. It will continue to be a net number. We 
have talked to you about the turnaround plan for Investment Research. So you are 
absolutely right that the question about where it will be in 12 months’ time will be a 
combination of that plan plus what is happening in the Institutional Investor. 


Institutional Investor for an events-based business has been much more resilient than our 
transactional events-based businesses. However, it is still a events-based business. So the 
first thing that one would need to superimpose over the future would be a view of how COVID 
works. So we do not feel that we have a great privilege access to the way COVID is going to 
play out and vaccines are going to play out. We have the same access to information that 
you do. So that is the first thing you need to do. 


Then the second thing is within how well is Institutional Investor doing in a pure COVID world, 
and the answer is that we believe that we are seeing the bottom, shall we say, in terms of the 
people who are comfortable with our current offering and those that are waiting for the return 
of physical. So I do believe that we will see, in any case, a bottoming out over a 12-month 
period of Institutional Investor, even if we stayed at the current levels of COVID. 


And then, of course, when physical comes back, I believe that Institutional Investor in terms 
of book of business will respond quite quickly to that. But I do absolutely agree that the 
question of what that number is in 12 months’ time is a question of Institutional Investor and 
that is fundamentally about the prediction on the timing of event post-COVID event 
discovery. 


Adam Berlin: I am not so much asking about where the book of business is going to be in 12 
months’ time, understanding that if we are just forecasting 2021 asset management 
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subscription revenues, even if you get a vaccine would that help revenues during ‘21 or would 
it be kind of too late - where the book of business is now or where that could end up? 


Andrew Rashbass: Typically, Institutional Investor subscriptions are 12 months 
subscription. And therefore, the way that accounting works is that you earn out of many 
months into the year as when that subscription is solved. So I am afraid it does in the end 
come down to that COVID prediction. So whether you look at it book of business or the 
revenue that it earns out into, at the end of the day, the forecast - now, of course, we make 
our forecast. Of course, we do. We do budgeting and everything else. But at the end of the 
day, our forecast is that it is going to be dependent upon our view of COVID and we do not 
consider that we have some great privileged access to the epidemiology, the vaccine 
programme, government policies - and we have no privileged access compared with you. 
Wendy, if you have anything to add on this. 


Wendy Pallot: Well, the only thing I would add is, well, I think you are right, Andrew, is 
looking how to forecast the revenues, you start with looking at the book of business. The 
14% you are looking at on the subscriptions book of business for Asset Management, of 
course, what you could do to make it a closer forecast perhaps is to split it out. So you 
obviously got two numbers we have given you for the book of business for the different parts 
of the business. So Investment Research, that is at minus 5% and you have seen our 
commitment to improve the book of business there. So you could look at our forecast where 
that number improves. 


The Institutional Investor book of business we have said at is at minus 33% obviously for the 
reasons we have just discussed. And if you want to overlay your own expectation around 
events, that will help you, I think, pull those together. I think that is probably the easiest 
way to do it, but definitely book of business is the way to look at forecasting revenues. 


Andrew Rashbass: Thanks, Wendy. As a sense of, Adam, it actually has a different 
dynamic. The fact is that either the end market, the amount of trade that is done around 
agricultural commodities is huge, as I showed you, but it is not as financialised as you see 
even in metals, never mind in energy. And what that leads to is that actually, in most cases, 
not in every case, but in most cases, where there are prices and benchmarks that are used, 
that typically only one part of agricultural information businesses. And therefore, what you 
actually have from a pricing point of view is a very fragmented markets at the moment. And 
we believe that creates opportunities. 


AgriCensus is a relatively new business. It was built from the ground-up by people who went 
after this from a pure PRA point of view and really kind of solves backwards and said what are 
the commodities, which should be - lend themselves most to being right for PRAs and went 
and developed benchmarks for those prices. I think it - truly close to the only business in the 
market that is that way. So there are a number of other players who have wider agricultural 
information businesses, news, weather, crop information, all sorts of things, and they have 
some pricing. 


There is also lots of regional pricing. A lot of food is sold on a regional price basis or another 
sort of very local regional basis. There are various aggregates businesses based on the fact 
that in certain jurisdictions, not least in the US, some pricing is mandated to be made 
available by governments, etc. So it is a different dynamic of the market. Of course, there 
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are competitors. There always are, but it is more fragmented than we see in our other 
domains. 


And in terms of IRD Investment solutions, I think - I encourage everyone to take a look. I 
think we even published the - if you go and look at the funds that are based upon the 
models, you can go and find, I think, in the public domain the performance of them. So you 
can go and take a look at that. Next question please. 


Steve Liechti (Numis): Can I just have two, please? One is on Pricing. Just really wanted 
you to go in a little bit more depth in detail in terms of progression there on the book of 
business going from minus 5% in the first half to minus 4% now. I know you said Asia initial 
hit in licensing upgrades held back. But just talk about the dynamic of the subscription 
business where we thought it would probably be net-net more resilient in its profile, given the 
growth offsets of that business. So any more colour you can give us on that? And I guess 
why you are confident that that will come back as well. 


And then the second one just on digital events. If I am doing my numbers right, I think it is 
about just under £9 million of sales in events in the second half. 


Wendy Pallot: That is right, yeah. 


Steve Liechti: Is it fair for us to assume that is also - my assumption is that is all digital 
events. Is that fair? 


Wendy Pallot: Yes. 


Steve Liechti: And I guess really if I then extrapolate that to next year, what we are saying 
is if our base number of digital events about £18 million, given your pushing hard in that 
area, what sort of growth rate can we expect in the digital events into next year? 


Andrew Rashbass: Let me to the first one a little bit and then hand over through this first 
one properly and the second one for Wendy. The first one I think you said minus 5% and 
minus 4%. It is not minus 5% and minus 4%. It is 5% and 4%. 


Steve Liechti: Sorry, apologies. 


Andrew Rashbass: I think it is really broad. We had some operational issues. We have 
COVID. And the revenue grew by 7% in the year. And the book of business, despite our best 
efforts, if you like, to do damage to, despite all of that and the world to undermine it with 
COVID, still grew by 4%. That is the book of business, that is today’s value or the end of 
year value. So that is just - make it absolutely clear that even in these highly stressful 
situations, it continues to be a robust grower, I am keen for people to understand. Wendy, 
over to you. 


Wendy Pallot: On events, yes. 


Andrew Rashbass: And also on why will it come back. Why are we so confident that Pricing 
will come back? 


Wendy Pallot: Okay. Yes, I am very happy to do that. So I think, Steve, first of all, you 
talked about pricing, I think about 15% of what we do in Pricing is in Asia. Asia is very 
important to us and of course some of the profits in the first half, because as you know, 
COVID hit Asia earlier. There is no question in our minds that Asia is now coming out of that 
and that will really help drive growth for that element of pricing going forward. 
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Secondly, I think the licensing strategy, we have talked about this before where we are 
transitioning our larger customers to licenses and that creates values. And it reflects frankly 
the value we are giving them, in particular, the Fastmarkets platforms. And I think that that 
had difficulties during the period. I mean, as you can imagine, it was been tough selling new 
sales in a locked down environment let alone transitioning to a higher level. So that had had 
issues. And those, we fully expect will move away those issues as the macro environment 
improves. And I think as I said in the presentation, of course, we got the other opportunities 
around Forestry Products to drive that. 


The market platform continues to roll out, so with our larger customers, and carried on and 
that will help deliver more value and improve potential maintenance and get new sales further 
down the long tail. I would not underestimate the value of a new CRM system. It definitely 
means we will have much better information for targeting purposes and we talked in the past 
about how we can push our sales through the under-penetrated segments of the buyer line, 
so we do not sell to everybody through the chain. We only sell to certain parts of that. 


So the new CRM will really help that. So just a few of the things that we can do as well as of 
course the opportunities around AgriCensus that we have already talked about. 


Andrew Rashbass: And then on forecast, Wendy, for how people can think about virtual 
events in ‘21? 


Wendy Pallot: So really this comes down partly to when you think we are going to get back 
to doing events. So it is a really tough one to look at events as a whole for the next year and 
it depends on your views. What I would say is first of all that we have been doing increasing 
numbers of virtual events. As I said, they are more and more attractive responses. We are 
seeing real value in them. And as we spoke about I think at the interim, they are attracting 
more customers for us, new customers who have not been previously come to physical 
events. So it is a bit of a win in terms of how the industry has moved so quickly and so 
successfully indeed. 


Now those will carry on. And I have no doubt when physical events come back, we will see 
virtual events stay. They will be additive to physical events. And as we have already talked 
about, we will certainly looking at moving where we can to more of a membership model. 
You have seen the strength that has given Institutional Investor during the year. And 
therefore, we want that for other parts of our business. 


So I would suggest that virtual events, we can continue those into the new year and then you 
just have to overlay what you think will happen or when we will get back to physical events. 


Steve Liechti: Great. And could you give us any clue in terms of what sort of size your 
biggest digital individual event was? 


Wendy Pallot: Well, I can give you a feel. I mean, so to start with, we had £9 million of 
revenue and we had, I think, it was exactly something like 218 virtual events. So you can 
look at the average. The bigger size events has been growing and I think we are not talking 
near the size of our large physical events but we are certainly talking many hundreds of 
thousands of pounds of virtual event revenue coming through for most of our events. There 
are some reasonable sizes but I am afraid not in the context of physical. 


Steve Liechti: None of them over a million. 
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Wendy Pallot: Yeah. If you are looking going forward into next year, our large ones will get 
there, yes. Our larger ones will get there. 


Andrew Rashbass: Perfect. Wendy, which currency you are talking about? Any more 
questions? 


Annick Maas (Exane BNP Paribas): My first question is on the investments that we do in 
people next year and Pricing. Could you tell us, is this complementing existing team or really 
approaching things around a new price or a new niche market? 


The second one is again on virtual events. The sponsorship revenues are the most obvious 
ones. Have you been able to generate other revenues in virtual events beyond sponsorships? 
And also if you could comment on the profitability of these virtual events and how it has 
progressed may be over the nine months? 


And then the final one is on bolt-on M&A. Is there any area where you prefer to focus on at 
this stage as in maybe are not events as attractive at the moment because of COVID and we 
do not know when it ends and therefore you are focusing on pricing or really does it just 
depend on the price and the asset? 


Andrew Rashbass: Thanks, Annick. Let me do the easy one. So in terms of bolt-ons, just 
take the last one. Yes, we are continuing to look at pricing. We are looking at Data and 
Market Intelligence. I think that if you looked at Wealth-X and AgriCensus, you get an idea of 
the types of things that we are focused on. Those reflect our focus. It does not mean that 
other things we have to be - we are mindful of other things that might come up, but that is 
where we are putting most of our attention. 


I did not quite understand your people question. Do you mean where do we source new 
people from? Was that your question? 


Annick Maas: No. So then you have this investment plan for next year to invest in people. 
Now you are looking at pricing. Would that mean complementing existing teams or would it 
really mean, okay, are we getting new niche team that is working around price where we 
have not had the leadership yet, and so yeah, basically it is creating a new revenue 
opportunity or just strengthening an existing team? 


Andrew Rashbass: I do not think it is quite clear cut. Sometimes we certainly look at, I 
think they call them acquihires, where you would look at the company and say, well, actually 
it is that team that I am really interested in. And we would certainly consider that. But 
again, what I would say is that if you look at things like lithium or you look at the move of 
cobalt from a price we have done for a long time into a project with the exchange to launch a 
contract. If you look at those sorts of environment and you look at how we do that, it is a 
combination of what you say obviously, we take new skills out of the marketplace and of 
course because of the fact that it is part of price reporting, that is to a certain degree movable 
between domains. So it is not as either/or as you suggest. All the outcomes are designed to 
create more revenues. So again, I do not think it is even for revenue or not for revenue or do 
you do it in this way or that way. We start from the end points and then find the most 
efficient way together. 


I think on the event point, actually we are seeing delegate prepared to pay into certain of our 
events, particularly where we are always very confident about the value that we deliver. We 
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have always been able to deliver value to delegates. In many cases, that continues even in a 
virtual environment. So I think there are other things involved. But broadly, sponsorship and 
delegates, I think it skews more towards sponsorship in virtual but there is some delegate 
there as well. 


Wendy, on profitability of virtual events, can you speak to that? 


Wendy Pallot: Yes. So obviously, virtual events are more profitable. I suppose we have 
talked in the past about gross margin around events around 65%. I think you can add 
another 20 points to that, Annick, to get to where you will be on virtual. That is the kind of 
impact it has. 


Andrew Rashbass: Jordan, anybody else? 


Operator: We have received some questions sent in from Alastair Reid of Investec asking we 
have news of vaccine development progressing. Is there any scope to change the planned 
events calendar for full year ‘21 potentially by running more events in H2 than you might 
previously have been planning for? Might this impact the success of events in full year ‘22? 


Andrew Rashbass: Thanks, Alastair. So I think we are very careful not to do our planning 
dependent upon the news flow; that is to say you can have even intraday news flow. And the 
idea that we are setting events and cancelling events and moving events on the basis of a 
piece of news that came out on any one day it seems to us not be a way to serve our 
customers or our company. 


However, the point about a blended event is that, I think, it allows us to talk about the value 
proposition for our customers and to be able to tweak to quite late in the day the balance 
between the physical and the virtual. And one of the reasons why we do not even talk about 
hybrid events, we talk about blended events, is because, as I say, the proposition is the 
proposition and it has delivered through a blend and we can relatively flexibly flex the amount 
of physical and the amount of virtual. 


And that in general, our approach to thinking about how we run these events rather than 
hanging on and having to be dependent upon a piece of news about a vaccine efficacy and the 
safety and then the government’s ability to roll that out in a societies’ willingness to be 
vaccinated. 


Operator: He also asks, how do you think about the pricing of events in full year ‘21? Might 
you discount to stimulate customer behaviour to return? 


Andrew Rashbass: I think that we have always sold our events on the value that we deliver. 
And what we concentrate is the value and communicating that value. There are lots of 
variables out there. And of course, I would not want to sit here and say we would discount I 
am saying - I am telling the teams they can never look at prices, of course, that would be 
one of the things they could look at, but it is not something that is in the conversation. It is 
not the thing we focus on. The thing we focus on is delivering value for our customers 
because everything in the end stems from that. 


Operator: And lastly, are any of the cost savings you are making likely to reverse as events 
revenues normalise? 


Andrew Rashbass: Wendy? 
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Wendy Pallot: Yes. So I think certainly some of them are going to reverse. There is two 
categories. The savings we made during FY20, we talked about £15 million of savings and 
the kind of things those are. So some of those will reverse and those include things like pay, 
no pay, raises for staff. We had for example some pay cuts. They will certainly reverse. And 
then what we said is the majority impact of those savings will come back into the cost line 
during FY21. 


But we have made additional savings, another £15 million. I am afraid that was £15 million 
floating around in my presentation. But another £15 million of savings from the 
restructuring, which we announced in FY21, and that is growth ongoing recurring savings 
which are going in. So those are two different categories. But certainly, the FY20 costs, most 
of those will be coming back into the P&L. 


Natasha Brilliant (Citi): A couple of questions for me. On the cross-sell opportunity 
between BCA and NDR, just interested if there is any risk around pricing? If you were selling 
those two products at the same time, would there be any sort of bundling or discounts offered 
for them to take two products, so would definitely be sold side by side basically? And on the 
6% overlap that you got today, any ballpark figures for where that could get to? Are we 
talking 10%, 20%, 15%? Just an indication would be really helpful. 


And then back to then on the subscriptions model that you have been talking about, the 
membership model. How should we think about pricing on a subscription basis versus the 
current sort of per events pricing for the more transactional model that we see at the 
moment. Is there anything that you can talk about that to help us? 


Andrew Rashbass: Thanks, Natasha. Let me start. So is there any risk around unbundling? 
Well, if there were going to be a risk, the biggest risk would obviously be in the 6% overlap 
because everything else obviously you get it is about selling more, you would not do that if it 
was not commercially a good idea. 


Again, I am not particularly worried because it is about the value that we sell. And actually to 
people you have already persuaded the value and the people who see the value in both, I 
think that is where you actually have less exposure. So the fact that it is a small number to 
start with removes the overall risk. And I think the fact that those are, in many ways, some 
of our most committed customers takes away some of the residual risk. 


In terms of where could it go, I think that is actually around our ability to package the 
product, which frankly does include an understanding of how you would make it a compelling 
value proposition, which includes the price as well. At this stage, I do not want to put a 
number out there of where it could go. 


But it is clearly a potentially significant opportunity for us. And you can sit and work the 
models as well as I can on what the impact of the different percentages are, I want to be ina 
position to do is within 12 months time, 18 months time to be able to talk to you about the 
progress that we are making because active cross-selling as opposed to passive where our 
customers have happened to afford both. Active cross-selling is at its absolute infancy. The 
only place where we have loaded out in any sort of diversification is in Asia so far. Good early 
signs, but I think in 12 months time, we will be in a better position to tell you about the 
trajectory. 
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In terms of pricing for memberships, the only thing I would say, and then I will be handing 
over to Wendy, is that the finished product is what you see in Institutional Investor. And in 
Institutional Investor, the average revenue per customer is high. So I am sorry to be a 
broken record on this; I do believe that if we can deliver the value to customers and 
demonstrate that value of a membership that actually the pricing opportunities are absolutely 
there. But given the range of events that we run and the early days beyond Institutional 
Investor or membership, I do not have a very clear indications that I can give you of where 
that pricing might end up. 


Wendy, is there anything you can say on any of those? 


Wendy Pallot: I would just add on the membership that we all do this to enhance value for 
customers, but also significant more revenue, because if you put a customer into a 
membership programme, a subscription, not only is that more resilient but actually you get to 
know your customer a lot better. So it is much easier to outsell to that customer. 


You can offer them the physical event as part of that what you did. You can offer them 
additional virtual events. As you get to know your customers, you can perhaps give them 
some data as well. So there is all sorts of opportunities to, once you know your customer 
better in that model, to enhance the revenues you get from that customer and give them 
more value frankly. 


So I think this is something that is not going to necessarily happen overnight. But I think it is 
something where it works both ways. We can give a lot more value to our customers and we 
can get more revenue for that. 


Andrew Rashbass: Well, thank you everyone. I am sorry we finished a few minutes late 
and thank you very much for participating. And we look forward to further conversations 
down the line. Thanks very much everyone. Have a good day. 


Wendy Pallot: Thank you. 
[END OF TRANSCRIPT] 
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